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　　As symbolized by the transition from administrative decision to contract in the context 
of basic structural reforms to the social welfare system, contemporary social welfare 
services are increasingly dominated by contracts and market economics. However, it has 
become clear that this is not a pure market, but one founded on quasi-market mechanisms. 
On the basis of this state of affairs, interest is growing in the concept of social marketing as 
an approach that may be applied to a broad range of subjects, including the field of social 
welfare. Despite this, definitions of social marketing are not uniform, and the term is 
currently used to refer to a wide range of concepts depending on the party conducting the 
discussion. Also, it is understood that unlike the field of health care, in which a large number 
of studies have accumulated over a long span of time, prior studies regarding social welfare 
are extremely limited in number.
　　Thus, in this work, I will first provide a summation of the concept of social marketing, 
aiming to grasp its special characteristics. Then, I will turn to prior studies in the field of 
social welfare, investigating the significance of introducing this concept. In concrete terms, I 
will investigate interpretations of the possibilities of this concept from three perspectives, 
social work and social marketing, professional social work education and social marketing, 
and the health care field and social marketing. Further, I will consider themes to be taken 
up by future studies, investigating the limits of the concept while pointing out the 
importance of cautiously and flexibly incorporating this cutting-edge approach and mindset, 
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